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Rui Biscaia, European University, Lisbon
Attending live sporting events is a popular leisure and en-tertainment activity in contemporary European societ-
ies, none more important than football (the sport Americans 
refer to as soccer). For example, according to Deloitte’s (2014) 
annual report about the football industry, the top 20 Europe-
an clubs generated combined revenues of over €5.4 billion in 
2012-13, including almost €1.2 billion in gate receipts. How-
ever, due to myriad aspects such as the difficult economic 
environment in many countries, the increased competition 
of other leisure/entertainment activities, the importance 
of selling broadcasting rights, and the development of new 
technologies, clubs now face the challenge of retaining and 
even increasing this high demand. In this sense, clubs need 
to look for the games as regular opportunities to strengthen 
the link with current and prospective spectators by providing 
memorable consumption and/or entertainment experiences 
that include more than just the competition between two 
teams on the field, court, ice, track, or better yet, the stage.
Achieving high attendance levels on a regular basis is vital 
for sport clubs due to the direct impact on ticket sales and 
other match-day revenues such as parking, food and bever-
ages, merchandise, and souvenirs. Furthermore, it should be 
noted that a full stadium or arena is a strong attraction for 
other potential attendees, because the event increases its so-
cial relevance and people want to experience the exhilarating 
atmosphere inside the stadium. To illustrate this, Sporting 
Lisbon recently launched a campaign to bring more spec-
tators to the stadium in which the club’s president invites 
everybody to go to the stadium and be the “twelfth player” 
of the team. He urged the fans to remember that the team 
counts on their interaction to put Sporting Lisbon in the 
place it deserves (Sporting, 2013). This is a direct reference 
of the importance that spectators may have on the core prod-
uct (e.g., cheering, whistling, motivating, etc.) regarding the 
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team’s performance. Moreover, spectators may directly or 
indirectly affect the sales and the interest of media and spon-
sors (Theysohn, Hinz, Nosworthy, & Kirchner, 2009). Spe-
cifically, through an increase in spectators’ attendance lev-
els, clubs tend to become more attractive to the sponsoring 
brands because sponsors want to expose their products to a 
great amount of potential consumers in a highly emotional 
environment. 
Sport marketing researchers have launched numerous 
new ideas to aid practitioners at increasing attendance lev-
els. A substantial number of studies conducted by scholars 
such as Jeffrey James (Florida State University), Galen Trail 
(Seattle University), Daniel Funk (Temple University), James 
Zhang (University of Georgia), Stephen Ross (University of 
Minnesota), Bob Heere (University of South Carolina), Mas-
ayuki Yoshida (Biwako Seiki Sport College, Japan), Dae Hee 
Kwak (University of Michigan), and Nicholas Theodorakis 
(Aristotle University of Thessaloniki, Greece), among others, 
contributed to understanding how spectators’ experiences at 
the stadium are important to strengthen their positive inten-
tions to attend and recommend future games, and thus con-
tributing to the clubs’ financial sustainability. With that in 
mind, I am proposing a set of strategies to aid managers with 
increasing the attendance at their respective sport and enter-
tainment venues, by linking anecdotal evidence with find-
ings from past research conducted by my colleagues and I in 
the sport environment. While this study is mainly directed 
towards managers working for sport clubs, it may also pro-
vide guidance to managers working in other entertainment 
industries. The section below identifies several strategies 
evolving from my work that I believe help increase stadium 
attendance as a method to enhance organizational success. 
Strategies to Increase Stadium Attendance
Yoshida, James, and Cronin (2013) mentioned that a good 
impression caused by a sporting event can determine a spec-
tator’s intention to continue supporting the team in the future 
and this finding fits very well with my first experiences as a 
researcher. As a doctoral student at the University of Lisbon, 
I had the opportunity to work with the most popular Portu-
guese sports website named “A Bola.” A Bola is the national 
leader in terms of page views and visitors since 2010 (Meios e 
Publicidade, 2014). Additionally, I was able to work with “SL 
Benfica,” which was already acknowledged as the club with 
the largest number of paid members in the World (Guinness 
World Records, 2007). In preparing some of the studies, my 
colleagues and I conducted many interviews with fans and 
we frequently heard that being at the stadium supporting the 
team was probably the most relevant moment of the week. 
Interestingly, even though fans commonly pointed out the 
game result as an important aspect of the event, the team’s 
victory was far from being the only important aspect men-
tioned and it was rarely the most salient thought they had 
about the experience at the stadium. The subsequent empir-
ical studies we conducted, as well as a number of studies fo-
cused on spectators’ experiences at the stadium, provide im-
portant support for those initial interviews with Portuguese 
fans. On the basis of previous research, I believe there are at 
least seven measures that sport and entertainment entities 
could implement in order to increase spectators’ behavioral 
intentions. 
1. Make sure fans believe players honor the 
team’s jersey through their performance
The outcome of a game is always unpredictable and not 
under the control of sport managers. We all recognize that 
having good training facilities, hiring the best players, se-
lecting appropriate training methods, and having great game 
plans are important aspects to increase the team’s ability to 
succeed. Still, the final game result is always uncertain, and 
there is nothing one can do to create a standard performance 
of the team and its opponents. It is virtually impossible to 
know for sure if a player will dribble toward the opponent 
and escape to its right or its left, or even if he/she will score 
a goal next game. In the same vein, who would imagine, for 
example, Bayern Munich to be defeated 4-0 by Real Madrid 
in the Champions league semifinals of 2013-2014, after they 
seemingly dominated European football in the year and a 
half leading up to that game? 
It is common to listen to coaches during the press confer-
ences saying they cannot promise a victory, but their play-
ers will fight with all their strength to do it. In fact, the role 
of players’ effort in the field was empirically supported in a 
study I published with my colleagues using a sample of 1,355 
consumers from the Portuguese top professional football 
league (Biscaia, Correia, Yoshida, Rosado, & Marôco, 2013). 
The aspect with the strongest impact on spectators’ intentions 
to keep attending games and recommend them to others was 
related with player effort, and it was measured based on their 
opinion about the three following questions: “My team gives 
100% every game,” “My team plays hard all the time,” and 
Measures to Adopt by Sport Clubs
1.  Make sure fans believe players honor the team’s 
jersey through their performance
2.  Maintain high standards of functional quality
3.  Create an aesthetic pleasing atmosphere
4.  Trigger positive emotions within attendees
5.  Help supporters to create favorable team brand 
associations
6.  Work with sponsors to attract spectators and main-
tain attendance
7.  Develop membership programs 
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“Players on my team always try to do their best.” The im-
plication of this finding is that spectators tend to keep sup-
porting the team if they feel that the players do their best to 
honor the team’s jersey, which highlights how important the 
player commitment is with the club. As coach José Mourinho 
said after a triumph against Barcelona at Camp Nou, players 
are always rewarded when they leave their blood on the field 
(“Mourinho relishes,” 2010). Two recent European games are 
good examples of how spectators value the players’ efforts. 
During the first round of the 2013-2014 Champions League, 
SL Benfica lost against Zenit St. Petersburgh. Still, at the end 
of the game, SL Benfica fans in the stadium strongly applaud-
ed the team because they felt the players had worked hard 
and honored the team’s jersey (Sapo Desporto, 2014). The 
same happened when Sporting Lisbon played home and lost 
against Chelsea FC. This loss occurred after a period of four 
years without losing home games for the European compe-
titions. Still, fans showed their pride of the team at the end 
of the game with supportive chants, and the stadium was full 
in the next game played at the home (Record, 2014). Based 
on both anecdotal evidence and past research, one could say 
that when athletes and other entertainment performers on 
stage do their best effort, the return on the spectator’s invest-
ment (i.e., time and money for attending the event) tends to 
increase, leading him/her to keep supporting the organiza-
tion over time. That is, regardless of the entertainment op-
tion, the act, or event booked in the facility, attendees want 
to see the performers’ best effort when assuming their roles.
2. Maintain high standards of functional quality 
While the core product of sporting events (i.e., the game it-
self) is uncertain, there are many other aspects related with 
the experience at the stadium that can be managed by clubs 
for increasing attendance levels. People tend to select events 
that are perceived as having good quality and allow them to 
spend an enjoyable time. Based on this idea, several studies 
have been developed to measure consumers’ perceptions of 
service quality in sporting events. As noted by Yoshida and 
James (2011), the functional and aesthetic dimensions of the 
service are vital when spectators evaluate their experiences 
at the stadium. 
Functional quality is related to spectators’ perceptions of 
their interactions with the frontline employees (i.e., ticket 
sellers, merchandisers, ushers, or customer representatives) 
and the service environment (e.g., seat comfort and visibili-
ty, facility layout, security, and accessibility), and ensuring a 
good functional quality should be a prerequisite for all clubs. 
That is, a good perception of the functional quality may not 
necessarily represent a spectator’s motivation to attend the 
team’s next game; however, a negative perception of these 
aspects will probably contribute for keeping him/her away 
from the stadium. In marketing we refer to these as the hy-
giene factors—they are the opposite of motivators to attend, 
and are the reasons we have for not attending an event. Aware 
of the importance of these aspects, SL Benfica and my re-
search group developed a partnership to measure some func-
tional aspects of the service during game days. During the 
2013-14 season, a group of 20 students and two coordinators 
were regularly present in the home games to fill an inventory 
with questions that were cooperatively created by the club 
and the research group, to take photos, and to record images 
and sounds. This strategy allowed, for example, to identify 
the need to replace carpets, garbage containers, vending ma-
chines, signals, and lights in different areas of the stadium, as 
well as to clean some walls and improve the efficiency of the 
cleaning process in some restrooms. While these might not 
be the most glamorous strategies an organization can come 
up with, they are truly important for the perception that the 
consumers have of your brand. 
The club has been working on a variety of other measures 
over the last years to improve functional quality following 
the model presented by other sport organizations around 
the world. I believe two of these measures are interesting to 
report, and possible to apply in different entertainment set-
tings. Recently, a specific area in the stands of the stadium 
was created with discounted tickets designated to families. 
This area includes a small playground and employees to help 
entertain kids, among other amenities. The idea is to bring 
more families to the stadium and to show that attending a 
game or show does not mean leaving the family and incur-
ring other supplementary costs. The second measure is relat-
ed to establishing a shuttle service for fans that live outside 
the city where the stadium or entertainment venue is located. 
In this example, supporters can take a shuttle in the city sur-
roundings (specific meeting points and times defined by the 
club), and the service includes the travel from the meeting 
point to the stadium and the way back after the game. This 
allows potential spectators to avoid problems with traffic and 
parking, among other monetary and non-monetary costs.
3. Create an aesthetic pleasing atmosphere
Based on the work of Yoshida and James (2011), the aesthetic 
quality refers to spectators’ perceptions of the visually pleas-
ing features of the service environment and ancillary prod-
ucts (i.e., facility design, memorabilia and giveaways, atmo-
sphere created by the supporters, and the sport organization 
and promoters). In the study that I mentioned above with 
consumers from the Portuguese top professional football 
league (Biscaia et al., 2013), the game atmosphere and the ex-
citement generated by the crowd energy were important fac-
tors to increase spectators’ satisfaction and their intentions 
to attend future games. The implications of these findings 
are that clubs should create a unique game atmosphere that 
helps attracting fans to the stadium. This could be achieved, 
for example, by offering giveaways with the team colors, dis-
playing the club’s anthem every game, and encouraging spec-
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tators to sing, and organizing thematic events related with 
the club’s history before the game and at halftime. A good 
example of an action that aids to create a unique atmosphere 
in the stadium is the show of SL Benfica’s mascot. The mas-
cot of the club is a real eagle called “Vitória” (Victory), and 
prior to each home fixture, Vitória flies around the stadium 
before landing on a perch in the middle of the field bearing 
the club crest. The legend has it the flight will bring luck to 
the home side and the tradition is an awe-inspiring sight for 
both home and away fans alike. Seeing the eagle in flight and 
landing in the club crest is always a special moment for team 
fans and many of them even cry during the show, while fans 
of the opposing teams typically applaud the eagle.
There are many other good examples of how to create an 
appealing atmosphere inside the arena. For example, when 
the All-Blacks perform the Haka (a war dance) before their 
games, it receives higher vocal support than anything else 
during the game and it is considered a highlight of any event 
in which the New Zealand rugby team is involved. In fact, it 
represents a distinctive aspect of all the New Zealand nation-
al sport teams as shown, for example, in the last 2014 FIBA 
Basketball World Cup with almost all spectators capturing 
these performances with their cameras and smartphones. 
Other entertainment industries also offer good examples of 
the role of an aesthetic pleasing atmosphere. For example, 
musical concerts often make use of pyrotechnics, smoke, 
confetti, and stages with distinctive themes related with the 
event, among other tactics, to create a unique experience for 
fans. Also, the organizers tend to capitalize further by selling 
merchandise to help the spectators bring home a memory of 
the event. No matter the entertainment setting, what is im-
portant is to develop an exciting and distinctive atmosphere 
since the beginning of the consumption experience that al-
lows spectators to establish a connection with your brand.
4. Trigger positive emotions within attendees
Attending a live event can be a roller coaster in terms of emo-
tions, and the stadium ambiance tends to trigger strong emo-
tional reactions. Spectators tend to experience a vast array of 
pleasant (e.g., joy and excitement) and unpleasant emotions 
(e.g., anger and dejection), and these emotions often have an 
influence on their intentions to attend and/or recommend 
future games. This idea finds empirical support in a growing 
number of studies. In a study developed during my doctoral 
program (Biscaia, Correia, Rosado, Marôco, & Ross, 2012), 
we found that joy has a major impact at enhancing specta-
tors’ satisfaction and indirectly contributing to increase the 
intention to attend more games over the season. On the 
contrary, the sense of dejection showed a negative effect on 
spectators’ behavioral intentions. These findings highlight 
the need for club managers to understand the stimuli caus-
ing different emotional reactions. While many of these emo-
tions are match related, and thus not controllable by mar-
keting managers, a better understanding of the full range of 
emotions that spectators display before, during, and after the 
game is important. For instance, what kind of music should 
a team play after a losing game? Could “Always look on the 
bright side” sung by Monty Python after a losing effort cheer 
up a crowd on their way out of the stadium, or would it anger 
them, because it might not take their emotions seriously? 
Drawing on a perspective from environmental psycholo-
gy, Koenigstorfer, Groeppel-Klein, and Kunkel (2010) main-
tained that there are three types of stimuli during a sport-
ing event: organizer-induced (e.g., music, lighting, facility 
aesthetics, and other features of the atmosphere inside the 
stadium), spectator-induced (e.g., chanting, waving flags, 
or whistling) and game-induced (e.g., players’ actions in 
the field). While the stimuli originating from the game are 
neither predictable nor under the club manager’s control, 
the other two types may be subject to intervention by the 
clubs. For example, a study conducted by Kuenzel and Yas-
sim (2007) showed that sharing the experience of the sport-
ing event with others, as well as the energy generated by the 
noise of the crowd, were vital aspects to increase the levels 
of joy among spectators. These findings may aid to under-
stand the impact of strategies commonly used in American 
arenas such as those contests between spectators—“Danc-
ing Cams,” “Kid Cams,” “Baby Cams,” or “Kiss Cams” (ABC, 
2008). Complementarily, it is also interesting to look to these 
findings when we think in the organized squads of football 
fans in the stadium stands supporting their teams (known 
in Portugal as “claques”). Even knowing this is a controver-
sial topic, I believe that claques are of pivotal importance for 
sport clubs in the sense these fans are natural (and non-paid) 
entertainers of the event. They support the team during all 
games and actively contribute to create a supportive ambi-
ence at the stadium with synchronized rituals, supportive 
chants, and many other activities intended to give a hand 
to the team. These activities often contribute to increase joy 
and excitement among the other spectators and to stimulate 
them at engaging in supportive chants, giving a sense of be-
ing co-producers of the event. The environment created by 
these organized squads is so exciting that several spectators 
say they have “chicken skin” when listening and participating 
in these synchronized activities. 
The negative side of the coin is when these organized 
squads engage in episodes of violence with supporters of 
the opposing teams, or when they initiate negative chants 
towards the referees or opposing teams inside the facilities 
or in the surroundings. These actions sometimes trigger fear 
and dejection in other spectators, while also costing a lot for 
the clubs both in financial terms and image damage in the 
community. Within the limits of the possible and reasonable, 
clubs should work cooperatively with these squads in order 
to provide them with the conditions for being co-creators of 
the event, while at the same time discouraging negative be-
haviors and taking severe measures in case this happens.
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5. Help supporters to create favorable team 
brand associations 
Ross (2006) maintained that the actual spectator experience 
at the stadium is vital for developing team brand associ-
ations. According to Aaker’s (1996) work, one can say that 
team brand associations are the thoughts that an individual 
holds in memory linked to his/her team. It is commonly ac-
cepted that favorable team brand associations are of pivotal 
importance, because it aids to dilute the effect of team suc-
cess during the season and contribute to increased economic 
performance figures. Thus, understanding team brand asso-
ciations should be a central aspect of every sport manager.
The study of team brand associations has been one of my 
main interests since I started conducting research. Drawing 
on the work conducted by Ross (2006), we developed an 
online study in partnership with the previously mentioned 
Portuguese sports website (Biscaia, Correia, Ross, Rosado, & 
Marôco, 2013a). The sample included fans from all the teams 
of the Portuguese top football league, with 10 team brand 
associations being identified as show in Table 1.
These set of team brand associations were shown to have 
a significant role at increasing spectators’ positive reactions 
towards the club. That is, the more favorable these team 
brand association are, the more willing the supporters are to 
attend future games and recommend them to others. These 
findings highlight that the aspects directly related with the 
game itself are important (e.g., team success), but also pro-
vide useful insights for managing sport organizations with-
out being dependent on the ups and downs of team success 
in the competitions. For example, the stadium tends to have 
a strong meaning for the supporters. The stadium of SL Ben-
fica is called by the fans as the “cathedral,”  while Manches-
ter United fans call their stadium the “theater of dreams.” It 
means that clubs should have an appealing stadium exhibit-
ing the colors, symbols, and other features that allow telling 
the team history and connecting with the attendees and oth-
er potential consumers. Also, the provision of opportunities 
for spectators to socialize in quality concession areas and 
through specific events before the game, as well the offer of 
rewards for spectators with continued regularity supporting 
the team, are just a few examples on how to instill favorable 
team brand associations and increase fans’ intentions to at-
tend games over time. 
The set of mental associations held by supporters allows 
for the creation of the team brand image, which tends to af-
fect the club’s revenues through game attendance and oth-
er direct and indirect sources. For example, in the 2013-14 
season, Manchester United finished in the lowest position 
ever since the start of the English Premier League. Still, their 
commercial growth was notorious. According to Deloitte 
(2015), the club’s revenue was about €518 million, surpassed 
only by Real Madrid in all of Europe.
6. Work with sponsors to attract spectators and 
maintain attendance
A stadium full of spectators is of paramount importance for 
both the team and its associated sponsors. While the team 
obtains advantages related to the support of the “twelfth play-
er” (i.e., incentives to the team players and pressure over the 
opposing team) and increased revenues (i.e., tickets, park-
ing, food and beverages, merchandise), the sponsors have 
the possibility to exposure their products or services among 
a great number of potential consumers and create a link with 
these people. It means that clubs and sponsors should work 
cooperatively to create a win-win situation. 
With this rationale in mind, we developed two studies in 
partnership with a Portuguese club to examine the impor-
tance of the link fans-team to the sponsoring brands. In both 
cases, data were collected through a mail survey designed 
by us and the club’s marketing personnel, and that was sent 
to supporters randomly selected from the club’s database 
(Biscaia, Correia, Ross, Rosado, & Marôco, 2013b; Biscaia, 
Correia, Ross, & Rosado, 2014). In one of the studies we fo-
Table 1. Team Brand Associations and its Meaning
Team Brand Association Meaning
Brand Mark Distinctiveness of the logo and colors
Concessions Eating and consuming beverages in the stadium
Social Interaction Opportunities to socialize with friends and others supporters
Commitment Enduring support of the fans
Team History The history of winning or behaving in a certain manner
Organizational Attributes Attributes that characterize the organization as a whole
Team Success Performance in competitions and quality of the players
Head Coach Charisma of the person who is leading the team and his/her record of success
Management Managers’ ability to improve the team and other managerial aspects
Stadium Characteristics of the arena where the team plays and that is called “home”
Adapted from Biscaia et al., 2013a
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ing the game. This “journey” is designed to create unique and 
memorable experiences for fans and aid them in strengthen-
ing their link with both club and sponsor. 
Other strategies may include providing discounts on 
products to those individuals who buy season tickets or en-
gage in a club membership program. It means that season 
tickets or club membership cards could work as a voucher 
for sponsors’ products. The same could happen in the oppo-
site direction (i.e., an invoice of a sponsor’s product working 
as a voucher for game tickets). As an example, SL Benfica 
and Repsol (fuel brand) have a partnership since 2005 that 
allows all fan club members to have a discount of 6 cents per 
liter when refueling the car in a Repsol station (SL Benfica, 
2014). To get this and other discounts in products available 
at a Repsol station, an individual only needs to show his/her 
club membership card. While some of the strategies may be 
context-specific and/or dependent on the product category 
of the sponsor, the paramount idea to retain is that sport and 
entertainment entities should create an appropriate envi-
ronment for sponsors to interact with spectators in order to 
reinforce the link spectators-sponsors, and thus, promoting 
benefits for both parties involved in the sponsorship deal.
7. Develop membership programs
An additional strategy I would like to highlight is related 
with the role of membership programs for sport clubs and 
entertainment acts. European football clubs often use mem-
bership programs to generate a stable source of revenue, and 
the status of being a club member goes far beyond the mere 
acquisition of a season ticket. While season ticket holders 
pay an amount of money to have access to all or the majority 
of a team’s games, club members pay a monthly or annual 
fee to have a wide range of other benefits. A simple search 
on clubs’ webpages reveals that these benefits may include 
discounted season tickets (and single tickets), discounts on 
team merchandise, free magazine subscriptions, access to 
exclusive team events, and voting rights for the election of 
the president and other board members. These benefits tend 
to create a sense of ownership among club members leading 
them to follow the team in a regular basis over time. 
Membership programs in Portugal are seen by the clubs 
as paramount to create a bond with supporters. For example, 
FC Porto and SL Benfica are among the top 10 clubs in the 
world with the largest base of paid members (Futebol Mar-
keting, 2012). With this in mind, my colleagues and I recent-
ly conducted a study to examine the role of club membership 
on fans’ perceptions of the team brand (Biscaia, Ross, Yoshi-
da, Correia, Rosado, & Marôco, in press). Through a sample 
of 2,287 fans from all the teams of the Portuguese top foot-
ball league, we verified that fan club members have a better 
perception of team brand than non-members. In particular, 
I would like to highlight that fan club members showed a 
significantly stronger sense of social interaction during the 
cused on examining the awareness of the different sponsors 
among supporters (i.e., ability to identify a brand as a team 
sponsor). The results showed that the majority of the sup-
porters correctly identify the team sponsors, with the “top 
of mind” sponsors being those with the logo displayed on 
the team jersey. Complementarily, season tickets holders 
identified correctly a significantly higher number of team 
sponsors than the casual spectators. In the other study, we 
designed a model to understand the role of team loyalty (i.e., 
fans’ actual behaviors and behavioral intentions towards the 
team) on the reactions to two actual sponsors of the team: 
sponsorship awareness, attitude towards the sponsors, and 
intentions to purchase their products. Of the various results 
obtained in the model, I would like to highlight that fans’ be-
havioral intentions towards the team were positively related 
with their attitudes and intentions to purchase the products 
of both sponsors. That is, as the commitment with the team 
and the intentions to attend more games increases, so does 
the attitude about the sponsors and the intentions to buy 
their products. 
Although some of the findings in these studies may not be 
“the discovery of gunpowder,” there are important implica-
tions of these empirical analyses for both clubs and sponsors. 
For example, sponsors should work cooperatively with the 
clubs to attract supporters to the stadium in order to increase 
the exposure of the brands. To this respect, I recently had a 
visit from an American scholar, who went to a football game 
with me. It was his first live football game and he was very 
attentive to all of the details. After the game he told me he 
enjoyed the game itself and the environment created by the 
fans, but he was expecting much more from the club and the 
sponsors at halftime. In fact, while a good overall service 
quality during the events is now easily recognized as a vital 
aspect to increase attendance, there is still a lot to do in terms 
of creating good conditions for the sponsors to connect with 
spectators. A good example on how a club and a sponsor can 
work together is provided by a contest called “Super Bock 
Super Adeptos” (Marketeer, 2012) that was developed by 
Sporting Lisbon and Super Bock (a beer brand that sponsors 
the club). Based on a regulation that can be consulted on the 
club’s official Facebook page, a total of 35 fans are eligible 
for a unique experience in the home games of the club. The 
experience starts with luxury transportation to the stadium. 
Then, when arriving to the stadium, these fans go the field 
before the game starts in order to have the opportunity to ex-
perience the sensations that players feel. Finally, they attend 
the game in one of the boxes of Super Bock that are especially 
designed for this purpose and includes LCDs exhibiting the 
highlights of the game and historical moments of the club, 
PlayStation games, “matraquilhos” (table football), free food 
and beer, and exclusive memorabilia allusive to the club and 
sponsor. Also, former players of the club are often present in 
this box, which provides these fans the opportunity to meet 
and interact with big names of the club’s history while watch-
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games and internalization with the team (i.e., the extent an 
individual has incorporated the team into his/her personal 
identity). In addition, it is important to note that more than 
half of these fan club members were season ticket holders. 
These findings suggest that fan club members tend to devel-
op a stronger connection with the team and represent im-
portant assets that managers should take into account. That 
is, from the club’s perspective, fan club members are vital for 
supporting the team each week, funding daily operations, 
and increasing the appeal for sponsoring brands. 
To illustrate the role of club memberships, the CEO of 
Carlton Football Club (Australia) wrote a letter during his 
first year in the club inviting all members to provide their 
feedback on what the club’s priorities should be (CFC, 2014). 
He received more than 2,000 responses, and four ideas were 
consistent across the club members: better communication 
with fans about “the big issues,” a strong desire to have a bet-
ter sense of belonging, a better match-day experience, and 
(not surprisingly) to simply have success on the field. Also, 
many club members referred to the need to make the sta-
dium feel more like home when it was a home game. Based 
on these suggestions, the CEO announced a number of ac-
tions to be developed by the club including improvements 
in the stadium with the intention to create a social club to 
call “home,” the implementation of a pre-season game and 
family day, regular and tailored updates from the CEO (or 
on his behalf), and the creation of a regular and structured 
forum whereby members can have a meaningful say, among 
other measures.
While these examples are derived from the sport scenar-
io, other entertainment industries may also benefit from real 
membership programs. For example, music bands, actors/
actresses, and other entertainers often have fan clubs and 
several other fans following them through non-organized 
ways whenever they perform in a stage. Thus, sport and en-
tertainment organizations or venues in general should look 
to these membership-based clubs to see in which ways some 
of these strategies could be beneficial in their specific envi-
ronments.
Final Remarks
This list of measures proposed may serve as a checklist for 
managers working in sport and other entertainment envi-
ronments. The ultimate goal is to identify the aspects valued 
by consumers in order to provide memorable experiences 
at the stadium, allowing them to reinforce their willingness 
to keep attending games over time. Nevertheless, the seven 
proposed measures should be considered in a holistic view. 
None of the measures should be worked in isolation, because 
every measure is interrelated with the other measures. 
Sport and entertainment organizations should give partic-
ular attention in delivering good service quality and creating 
positive emotional environments, because these aspects tend 
to generate satisfactory experiences and increase spectators’ 
behavioral intentions towards team games. A spectator’s fa-
vorable behavioral intention towards team or available events 
is paramount to generate more income through ticket sales 
and associated spending. Also, sport and entertainment orga-
nizations or venues should create dynamic relationships with 
their sponsors that favor attendance levels in order to gener-
ate benefits for both parties. Also, sport and entertainment 
organizations or venues need to go beyond the status as mere 
“teams” or places and establish themselves as brands in their 
own right (e.g., The Cathedral, the Theatre of Dreams, etc.), 
similar to what a venue such as Madison Square Garden has 
done so successfully. Sport and entertainment organizations 
or venues should use the knowledge regarding consumers’ 
experiences as a starting point to build a trustable brand. 
This will be important to generate additional revenues, and 
reduce the effect of team position in sporting leagues and 
other competitions, in particular to protect against competi-
tors in the leisure industry. Complementarily, the creation of 
membership programs with exclusive benefits for its mem-
bers may prove to be paramount to engage consumers with 
sport and entertainment organizations or venues over time.
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